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This study aims to propose the generational cohorts and generational psychographic effects 
for market segmentation in the context of Malaysia. In spite of the widely cited 
generational cohort labels in marketing as one of the innovative segmentation strategies, 
arguments and doubts arise pertaining to the use of this approach in terms of theoretical 
foundation and empirical evidences. This study investigates the external life events 
recalled by individuals during their formative years. Generational values and lifestyles for 
each of the proposed generational cohort in Malaysia are explored for the purpose of 
market segmentation in marketing. Furthermore, generational cohort theory and market 
segmentation theory are employed as theoretical grounding in the current study. The 
current study utilized qualitative approaches in order to understand the experiences shared 
among individuals and at the same time, proposed an explanatory model which highlight 
the formation of generational cohorts and the psychographic effects in Malaysia. Content 
analysis, document analysis and grounded theory procedure were implemented in data 
analysis to highlight the deeper insights provided by the participants in the country. 
Additionally, interviews were conducted throughout the whole nation with interview 
guidelines prepared and applied during the interview sessions. This study utilized semi-
structured interview with proper probing questions in order to gain insights shared by the 
individuals. Participants comprised of Malaysians age 15 and above and who are currently 
residing in the country. There are 80 transcripts that have been reviewed during the data 
collection and data analysis procedure throughout the study. Malaysia as an important 
emerging market and developing country is chosen as the context for this study due to the 
country’s distinctive characteristics and dynamics from the perspective of historical, 
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economic and societal background. The qualitative findings suggest five Malaysia 
generational cohorts, namely The Discoverers, The Innovators, The Believers, The Strivers 
and The Survivors. Each of them demonstrates diverse external and internal characteristics 
due to the impacts of external life events during their formative years. Moreover, 
psychographic effects such as generational values and generational lifestyles are shown in 
each cohort as the outcomes of the impactful external life events. The qualitative findings 
of the current study contribute theoretically by extending the generational cohort theory 
and market segmentation theory, especially by proposing generational cohort and 
psychographic effects as a hybrid approach for market segmentation in Malaysia. In 
addition, the external and internal characteristics for each generational cohort are 
discovered. At the same time, the homogeneous and heterogeneous characteristics across 
cohorts in the country are also demonstrated. In terms of managerial perspective, the 
current study enables marketers and firms to identify the actual generational cohorts with 
their respective generational characteristics in the Malaysian context.  
 















Kajian ini bertujuan untuk mencadangkan kohort generasi (generational cohort) dan 
kesan psikografi generasi (generational psychographic effects) bagi segmentasi pasaran 
dalam konteks Malaysia. Walaupun terdapat banyak penamaan label kohort generasi di 
dalam pemasaran sebagai salah satu strategi segmentasi yang inovatif, namun 
pertimbangan dan keraguan masih timbul mengenai penggunaan pendekatan ini dari segi 
asas teori dan bukti empirikal. Kajian ini telah menyelidik peristiwa luaran kehidupan 
(external life events) yang telah mempengaruhi individu semasa tahun pembentukan 
mereka (formative years). Nilai-nilai generasi dan gaya hidup bagi setiap kohort generasi 
yang dicadangkan di Malaysia telah diterokai untuk tujuan segmentasi pasaran dalam 
pemasaran. Selain itu, teori kohort generasi dan teori segmentasi pasaran telah digunakan 
sebagai asas teori dalam kajian semasa. Kajian semasa telah menggunakan pendekatan 
kualitatif untuk menerokai pengalaman yang dikongsi di kalangan individu dan pada masa 
yang sama, mencadangkan model penjelasan yang menekankan pembentukan kohort 
generasi dan kesan psikografi di Malaysia. Analisis kandungan, analisis dokumen dan 
prosedur teori asas (grounded theory procedure) telah diaplikasikan untuk menganalisis 
data yang menekankan pandangan yang lebih mendalam yang diberikan oleh para peserta 
di dalam negara tersebut. Di samping itu, kaedah temuduga telah dijalankan di seluruh 
negara dan garis panduan temuduga telah disediakan semasa sesi temubual. Kajian ini 
telah menggunakan temuduga semi struktur dengan soalan-soalan selidik yang 
bersesuaian untuk mendapatkan pandangan yang dikongsi oleh individu. Para peserta 
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adalah warga Malaysia yang berumur 15 tahun ke atas dan bermastautin di negara 
tersebut. Terdapat 80 transkrip yang telah dikumpul dan dikaji dalam proses pengumpulan 
dan analisis data sepanjang kajian tersebut. Malaysia sebagai salah satu pasaran baru 
yang muncul dan negara sedang membangun telah dipilih sebagai konteks untuk kajian ini 
kerana latar belakang sejarah yang berbeza dan dinamik dari segi sejarah, ekonomi and 
masyarakat. Penemuan kualitatif telah mencadangkan bahawa terdapat lima kohort 
generasi Malaysia (The Discoverers, The Innovators, The Believers, The Strivers and The 
Survivors) dan masing-masing menunjukkan ciri-ciri luaran dan dalaman yang pelbagai 
disebabkan oleh kesan peristiwa luaran semasa tahun pembentukan mereka. Tambahan 
pula, kesan psikografi seperti nilai-nilai generasi dan gaya hidup generasi telah muncul di 
setiap kohort sebagai hasil daripada kesan-kesan peristiwa kehidupan luaran. Penemuan 
kajian kualitatif semasa telah menyumbang secara teoritikal dengan memperluaskan teori 
kohort generasi dan teori segmentasi pasaran, terutamanya dengan mencadangkan kohort 
generasi dan kesan psikografi sebagai salah satu pendekatan hibrid untuk segmentasi 
pasaran di Malaysia. Di samping itu, ciri-ciri luaran dan dalaman untuk setiap kohort 
generasi telah ditemui dan pada masa yang sama menunjukkan ciri-ciri homogen dan 
heterogen di seluruh kohort di negara ini. Dari segi perspektif pengurusan, kajian semasa 
membolehkan para pemasar dan firma untuk mengenal pasti kohort generasi yang sebenar 
dengan ciri-ciri generasi masing-masing dalam konteks Malaysia. 
 
Kata kunci: Peristiwa luaran kehidupan, tahun pembentukan, kohort generasi, kesan 
psikografi generasi, segmentasi pasaran 
viii 
 
TABLE OF CONTENTS 
 
Page 
DECLARATION .................................................................................................................. i 
DEDICATION ..................................................................................................................... ii 
ACKNOWLEDGEMENT ................................................................................................. iii 
ABSTRACT ........................................................................................................................ iv 
ABSTRAK ............................................................................................................................ vi 
TABLE OF CONTENTS ................................................................................................. viii 
LIST OF TABLES ............................................................................................................. xv 
LIST OF FIGURES ......................................................................................................... xvii 
 
CHAPTER 1 : INTRODUCTION ..................................................................................... 1 
 Background of the Study ......................................................................................... 4 
 Problem Statement .................................................................................................. 8 
 Research Objective ................................................................................................ 13 
 Specific Objectives ......................................................................................... 15 
 Research Questions ............................................................................................... 16 
 Sub-questions ................................................................................................. 16 
 Scope of the Study ................................................................................................. 17 
 Significance of the Study ...................................................................................... 19 
 Significance in the Theoretical Aspect ........................................................... 19 
 Significance in the Managerial Aspect ........................................................... 23 
 Significance in the Methodological Aspect ................................................... 25 
ix 
 
 Organization of the Study...................................................................................... 26 
 Definition of Key Terms ....................................................................................... 28 
 Generational Cohort ....................................................................................... 28 
 External Life Events ....................................................................................... 28 
 Formative Years ............................................................................................. 28 
 Generational Psychographic Effects .............................................................. 29 
 
CHAPTER 2 : LITERATURE REVIEW ....................................................................... 31 
 Introduction ........................................................................................................... 31 
 Theoretical Grounding .......................................................................................... 32 
 The Market Segmentation Theory .................................................................. 32 
 The Theory of Generational Cohort ............................................................... 33 
 Manheim’s Theory of Generations ................................................................ 34 
 The Theory of Intergenerational Value Change ............................................. 35 
 The Theory of Historical Generations ............................................................ 35 
 Market Segmentation in Marketing ....................................................................... 36 
 Concept of Generational Cohort............................................................................ 37 
 External Life Events ....................................................................................... 39 
 Formative Years ............................................................................................. 41 
 Generational Psychographic Effects .............................................................. 43 
 Demographic Tools for Market Segmentation ...................................................... 44 
 Limitations for Demographic Tools ...................................................................... 45 
x 
 
 Psychographic Tools for Market Segmentation .................................................... 47 
 Generational Cohort Approach in Marketing ........................................................ 48 
 The Emerging of Generational Marketing ..................................................... 50 
 Generational Approach Across Various Disciplines ............................................. 51 
 The Generational Cohort Studies in Various Parts of the World .......................... 52 
 Generational Studies in North America ......................................................... 53 
 Generational Studies in South America ......................................................... 54 
 Generational Studies in South Africa ............................................................. 57 
 Generational Studies in Asia .......................................................................... 58 
 Generational Studies in Malaysia and Sarawak ............................................. 63 
 Understanding Generational Cohort Studies .................................................. 65 
 Research Framework ............................................................................................. 66 
 Chapter Summary .................................................................................................. 68 
CHAPTER 3 : RESEARCH METHODOLOGY ........................................................... 69 
 Introduction ........................................................................................................... 69 
 Research Overview................................................................................................ 69 
 Research Paradigm ................................................................................................ 71 
 Epistemological Assumptions ........................................................................ 73 
 Ontological Assumptions ............................................................................... 74 
 Research Design .................................................................................................... 75 
 Qualitative Research Design .......................................................................... 75 
 Grounded Theory Approach ........................................................................... 77 
 Participants in the Study ................................................................................. 81 
xi 
 
 Sampling Strategy .......................................................................................... 82 
 Qualitative Research Design .......................................................................... 86 
 Data Sources and Collection Procedure ......................................................... 91 
 Data Analysis and Procedure ......................................................................... 95 
xii 
 
 Memo Writing and Literature Comparison ......................................................... 108 
 Data and Theoretical Saturation .......................................................................... 109 
 The Researcher’s Relationship with The Research ............................................. 110 
 Delimitations ....................................................................................................... 112 
 Chapter Summary ................................................................................................ 113 
CHAPTER 4 : FINDINGS .............................................................................................. 114 
 Introduction ......................................................................................................... 114 
 External Life Events, Formative Years, Personal Attachment and            
Formation of Generational Cohorts. .................................................................... 115 
 The Participants’ Profiles ............................................................................. 115 
 Objectivity and Reliability ........................................................................... 117 
 Findings Using Document Analysis ............................................................. 119 
 Findings Using Qualitative Content Analysis .............................................. 128 
 Decisions on External Life Events Recalled by Individuals ........................ 133 
 Findings on Formation of  Generational Cohorts in the Malaysia ............... 134 
 Decision on the Formation of Generational Cohorts in Malaysia ................ 143 
 Psychographic Effects for Generational Cohort in the Malaysia ........................ 144 
 Grounded Theory Qualitative Procedure ..................................................... 144 
 Validation Check for Data Collection and Data Analysis ............................ 147 
 Findings on Coding Process for Psychographic Effects for            
Generational Cohort in Malaysia for Market Segmentation ........................ 149 
xiii 
 
 Comparison of Literature ............................................................................. 174 
 Proposed Model for Generational Cohorts and Psychographic Effects            
in the Context of Malaysia for Market Segmentation .................................. 178 
 Chapter Summary ................................................................................................ 181 
 
CHAPTER 5 : DISCUSSIONS AND CONCLUSIONS ............................................... 183 
 Introduction ......................................................................................................... 183 
xiv 
 
 Discussion on Key Findings and Emergence of Generational Cohort in               
the Malaysian Context ......................................................................................... 183 
 External Life Events and Formative Years for Individuals in the       
Malaysian Context. ....................................................................................... 184 
 Formation of Generational Cohort Groups in Malaysia ............................... 187 
 Generational Psychographic Effects for Market Segmentation in       
Marketing ..................................................................................................... 188 
 Relationship of Current Generational Literature .......................................... 193 
 Implications ......................................................................................................... 199 
 Theoretical Implication ................................................................................ 199 
 Managerial Implication ................................................................................ 206 
 Methodological Implication ......................................................................... 209 
 Limitation ............................................................................................................ 210 
 Future Research ................................................................................................... 212 
 Research Reflections ........................................................................................... 214 
 Chapter Summary ................................................................................................ 216 
REFERENCES ................................................................................................................ 218 




LIST OF TABLES 
 
Page 
Table 2.1 A Summary of Generational Cohorts in U.S.................................................. 54 
Table 2.2  A Summary of Generational Cohorts in Mexico ........................................... 55 
Table 2.3 A Summary of Generational Cohorts in China .............................................. 59 
Table 2.4 A Summary of Generational Cohorts in Russia ............................................. 61 
Table 2.5 Generational Cohorts in Sarawak, Malaysia .................................................. 64 
Table 3.1 Overview of Research Plan ............................................................................ 70 
Table 3.2 The Grounded Theory Procedure ................................................................... 79 
Table 4.1 Participants Demographic Information ........................................................ 116 
Table 4.2 Findings of Major External Life Events in Malaysia ................................... 119 
Table 4.3 Findings of Impactful Major External Life Events Recalled ....................... 129 
Table 4.4 Decisions on External Life Events Recalled by Individuals ........................ 133 
Table 4.5 Proposed Generational Cohorts in Malaysia ................................................ 135 
Table 4.6 Grounded Theory Qualitative Data Analysis ............................................... 145 
Table 4.7 Coding Process for Psychographic Effects for Malaysian Cohorts ............. 150 
Table 4.8 Coding Process for Psychographic Effects for Malaysian Cohorts ............. 154 
Table 4.9 Coding Process for Psychographic Effects for Malaysian Cohorts ............. 158 
Table 4.10 Coding Process for Psychographic Effects for Malaysian Cohort ............... 162 
Table 4.11 Coding Process for Psychographic Effects for Malaysian Cohort ............... 167 
Table 4.12 Summary of Generational Cohort and Generational Characteristics                
in Malaysia ................................................................................................... 171 
Table 5.1 Generational Cohort in The United State and Malaysia .............................. 194 
xvi 
 
Table 5.2 Generational Values and Generational Lifestyles for Generational        
Cohorts in Malaysia ..................................................................................... 201 




LIST OF FIGURES 
 
Page 
Figure 2.1 Proposed for Generational Cohort Labels and Generational Cohorts’     
Effects In The Malaysian Context .................................................................. 67 
Figure 4.1 Explanatory Model for Generational Cohorts and Generational   
Psychographic Effects in the Malaysia Context for Market           






 CHAPTER 1 
 INTRODUCTION 
 
The generational cohort labels such as Baby Boomers, Generational X and Generational Y 
are not new in the current business environment and have been commonly used for 
predicting individuals’ behaviours and preferences. Nonetheless, can we refer to the 
Malaysian generational cohort as Baby Boomers, Generation X or Generation Y in the 
local context? Are we the same as what have been mentioned by literature and past studies 
pertaining to generational cohort in Malaysia? What are the external life events that are 
mostly recalled by different generations in Malaysia during their formative years based on 
their personal attachment?  
 
These days, generational marketing has become a new trend in marketing especially in 
market segmentation strategy to target the intended audiences. The generational cohort 
labels are widely used and cited by marketers and in other business disciplines for profiling 
purpose (Chaney, Touzani & Slimane, 2017; Heyns & Kerr, 2018; Rahulan, Troynikov, 
Watson & Senner, 2015; William, Page, Petrosky & Hernandez, 2010). In fact, the use of 
generational approach has been borrowed by marketers to predict the consumers’ 
characteristics in order to segment diversified customers based on the nature of 
demographic information offered by generational approach (Kotler, Armstrong, Saunders 





Nevertheless, every generational cohort is unique, distinguishable and should not be served 
in the similar way by marketers due to the heterogeneity of consumers’ needs and wants 
(Smith, 1956; Weinstein, 2013). In fact, they are varied and diverse in terms of the 
psychographic profiles such as their lifestyles, values, behaviours and worldviews, and 
thus should not be treated the same by marketers (Teng & Tay, 2012; Valentine, 2013; 
William & Page, 2011; William et al., 2010).  
 
Due to the uniqueness of heterogeneous customers’ needs and wants, the role of market 
segmentation has been addressed by marketers in order to target the correct customers due 
to their diverse characteristics (Dickson, 1982; Goyat, 2011; Kotler & Keller, 2016). Hence, 
generational cohort labels have been acknowledged by marketers as one of the most 
powerful, innovative and popular demographic approaches in market segmentation (Kotler, 
Armstrong, Saunders & Wong, 2002; Lovelock & Patterson, 2015). 
 
In this regard, most of the countries, including Malaysia as a developing country, have 
been conveniently borrowing the generational cohort labels from U.S sources for profile 
purpose under the assumption that the generations’ profiles can be employed to construe 
the distinctive characteristics of consumers. Nevertheless, arguments and doubts arise 
whether the current generation labels are suitable to be used in diverse countries, in terms 
of the theoretical foundations, since different generational cohorts may have different 
external life events that shaped cohort grouping. External life events are unique to a nation 
and may vary across countries and have been highlighted in the theory as an important 
element to shape generational cohorts and influence the generational effects (Comeau & 
Tung, 2013; Munusamy et al., 2010; Tung, 2013).  
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Such being the case, the present study aims to explore the external life events during 
individuals’ formative years and thereby to propose a set of generational cohorts with their 
respective generational psychographic effects in the Malaysian context for market 
segmentation. The current study seeks to investigate external life events during individuals’ 
formative years which impacted the individuals. External life events, as stated by previous 
literature, refer to important defining moments for a nation which shape the formation of 
generational cohort (Comeau & Tung, 2013; Munusamy et al., 2010; Rogler, 2002; 
Schuman & Scott, 1989; Tung, 2013). The investigation of the psychographic effects has 
allowed the marketers to revise the understanding of market segmentation theory from the 
demographic and psychographic perspectives. 
 
This study employs qualitative research design with grounded theory procedure to propose 
the Malaysian generational cohorts with their respective lifelong effects which highlight 
the experiences and interaction among a group of individuals. Such qualitative approach 
has been acknowledged as useful in obtaining valid insights and understanding the 
experiences between individuals (Creswell, 2012; Creswell & Plano, 2011; Given, 2008; 
Marshall & Rossman, 1999; Sharkawi, Mohamad & Roslin, 2016). 
 
The current study critically explored the hybrid approach of combining demographic and 
psychographic tools in segmentation strategies for marketing in Malaysia. Additionally, 
this chapter elucidates the importance of combining generational cohort approach and 
psychographic effects as a hybrid segmentation tool for marketers, business owners and 
researchers. Following that, the context of Malaysia, being an emerging market and one of 
the crucial developing countries, is highlighted with its potential to be one of the 
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competitive markets around the world. Moreover, the problem statement, research 
objectives, research questions and feasible contributions toward the research are also 
explained in this chapter. Finally, this chapter elaborates the layout and structure of the 
thesis. 
 
 Background of the Study 
 
Consumers showcase diverse characteristics throughout the process of fulfilling needs and 
wants in consumer behaviour. The distinguishable demands of customers indicate the 
importance of market segmentation strategies toward marketers in marketing (Dickson, 
1987; Larsen, 2010; Lovelock & Patterson, 2015; Lynn, 2011). In fact, the concept is 
derived from the heterogeneity of customers’ needs and wants in marketing theory, and 
studies have shown that markets are normally diverse and heterogeneous in terms of 
cultural and socio-economic aspects. 
 
Credits go to segmentation strategy since this strategy enables the competitive market to be 
divided into a few sub-groups that are responsive toward different marketing factors (de 
Run, 2004). At the same time, it accurately predicts the customers’ preferences and their 
behaviour (Kotler, 1997; Kotler & Armstrong, 1994; Kotler, Swee, Siew & Chin, 1999; 
Smith, 1956). Moreover, segmentation strategy allows the marketers and managers to 
allocate the marketing resources in the most effective and efficient way (Claycamp & 
Massy, 1968; Frank, Massy & Wind, 1972) and to develop a group of loyal customers in 




Despite the abundance of literature pertaining to market segmentation strategy, there are 
still criticisms regarding the use of segmentation in marketing concepts. Some claim that 
market segmentation is not suitable to predict certain products and brands but only serves a 
descriptive function, and is difficult to be implemented due to the diversification of 
existing markets (Gibson, 2001; Lynn, 2011; Pingjun, 2000). In spite of all the arguments, 
there are still credits for segmentation strategy. Marketers may fail to envision the 
remarkable usefulness of identified market segments, regardless of the segmentation bases 
or methods employed (de Run 2004; Hoek et al., 1996). 
 
The most popular segmentation approaches, such as demographic, psychographic, 
geographic and behavioural bases, are widely employed by researchers in marketing 
(Kotler & Armstrong, 1993; Kotler et al., 2002). Each of the segmentation variables 
obtains its own credits. Among these, the generational cohort approach has emerged as one 
of the innovative and powerful demographic approaches to segment the market. It has been 
employed as a segmentation tool to develop groups that elucidate consumer homogeneous 
characteristics in a diverse market (Cecere, 2016; Meredith & Schewe, 2002; Padayachee, 
2017; Ting & de Run, 2012). 
 
Studies have identified the importance of generational marketing as a current new trend to 
target the diverse customers in the competitive market (Sidman & D’Abundo, 2014; 
William & Page, 2011; William et al., 2010). Since the distinctiveness and uniqueness of 
each generational cohort label has been illustrated (Valentine & Powers, 2013), it is 
therefore important for marketers to be able to identify and define each cohort grouping 
characteristics in terms of generational cohorts’ effects (Valentine & Powers, 2013). 
